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The Chinese tobacco industry implements monopoly franchise system, but the 
domestic tobacco industry enterprises face a lot of pressure. First, with China’s entry 
into the WTO, the foreign strong rivals gradually enter the Chinese market, and 
threaten the domestic tobacco industry enterprises with their strong brand and 
marketing advantages. Second, China joined" WHO Framework Convention on 
tobacco control", and the government on tobacco control efforts increasingly large. 
Third, the State Tobacco Monopoly Bureau puts forward the strategy of “cigarette on 
the level " in recent years, and the tobacco industry increasingly fierce competition 
between enterprises, so enterprises are faced with the pressure of survival and 
development. Therefore, the domestic tobacco industrial enterprises must enhance 
their market operation ability, improve their competition ability and meet the 
challenge of each respect. 
In this context, the author with his many years of experience on tobacco, 
analyzed China Tobacco Fujian Industrial Corporation relationship marketing, and on 
this basis, put forward the Countermeasures of relationship marketing. This study is 
divided into six parts. The first part is the introduction, the research background, 
research significance and research method are described ; the second part introduces 
the general situation and development trend of domestic tobacco industry ; the third 
part reviews the relationship marketing the concept; the fourth part analyses 
relationship marketing present situation of China Tobacco Fujian Industrial 
Corporation, and points out the existing problems ; the fifth part puts forward 
relationship marketing construction strategy of China Tobacco Fujian Industrial 
Corporation, based on the analysis of current situation; the sixth part is the conclusion 
for this paper. 
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或更长一段时间，着力培育 2 个年产量 500 万箱、3 个 300 万箱、5 个 200 万箱
以上，定位清晰、风格特色突出的知名品牌，并且在国际市场要有所突破，培育















































































































2001 年 12 月 11 日，中国正式加入世界贸易组织，成为其第 143 个成员。
烟草行业的入世承诺主要有三个：关税逐步减让，许可证和配额的取消以及特种
零售许可证的取消。关税方面，根据中国入世承诺：2004 年卷烟进口关税从 65










                                                        











































                                                        






























年有 13 个卷烟品牌超过 100 万箱。四是 2010 年提出“卷烟上水平”基本方针和
战略任务，在品牌发展上力争到 2015 年实现“532”、“461”战略目标，争取用
五年或更长一段时间，着力培育 2 个年产量 500 万箱、3 个 300 万箱、5 个 200
万箱以上，定位清晰、风格特色突出的知名品牌，并且在国际市场要有所突破，
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